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Virtual brand communities are online communities which base on a special 
theme of brand. With the development of the internet, virtual brand communities are 
playing more and more important role. Not only does it allow customers to share 
brand story and experience, but also it may be a new way to foster coustomers’ brand 
loyalty. Today, building virtual brand communities has been a importment marketing 
strategy to enhance the relations between customers and brand, brand equity and 
brand loyalty.  
Under this background, to explore the effect of community participation on 
brand loyalty, this study selects Tencent QQ VIP community as the research object. 
First, this study discusses the effect of community participation on trust to members 
and brand recognition, brand trust and brand loyalty. Furthmore, the internal relations 
among trust to members, brand recognition, brand trust and brand loyalty are also 
studied. In addition, negative word of mouth is proposed in this study, moderating 
effect of negative word of mouth for community participation and brand-related 
factors is expected to find. It is expected that a new mechanism how to cultivate 
comsumers’ brand loyalty can be found, and enterprises could provide a theoretical 
reference to manage the virtual brand community.  
    By the way of the QQ message and QQ E-mail, a total of 187 valid 
questionnaires are collected. According to process data of these questionnaires by 
using structural equation model approach, multi-regression analysis and other analysis 
methods, four very important conclusions are got. First, community participation is 
found positive related to trust to members, brand recognition, brand trust, brand 
loyalty; Second, community participation can affect brand loyalty through a variety of 
ways. Not only having a direct influence on brand loyalty, community participation 
also affects indirectly brand loyalty through brand recognition, brand trust; Third, the 
effect of trust to members on brand loyalty is not significant; Fourth, negative word of 














members, and the moderating effect of negative word of mouth for communities 
participation and brand trust, communities participation and brand recognition, 
communities participation and brand loyalty is not significant. 
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25 次中国互联网络发展统计调查报告”显示，截至 2009 年底，中国网民规模达
































图 1.1 2009 年中国网民规模及增长率 




















1  绪论 
 2
与忠诚顾客进行协作[3, 4, 5]。从最早的哈姆雷特汽车社区到后来的 Nokia 社区、
Nissan Club 和 Ipod 社区；从消费者自发的品牌社区到企业自建的品牌社区，企
业深切地感受到品牌社区带来的好处。苹果公司的牛顿品牌社区就是一个很好的
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